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IN THE UNITED STATE PATENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TRIAL AND APPEALS BOARD 

 
In the Matter of U.S. Trademark Application Serial No. 87370054 
Filed on March 14, 2017 
�)�R�U���W�K�H���P�D�U�N���³SANDRIVER & Design�  ́
Published in the Official Gazette on July 18, 2017 
_______________________________________________ 
SAND CPH A/S,      ) 
        ) 
  Opposer,     ) 
        ) 
  v.      ) Opposition No. 91237844 
        ) 
GUO, XIULING,      ) 

) 
  Applicant.     ) 
________________________________________________) 
 

OPPOSER'S NOTICE OF RELIANCE 
 

 Pursuant to 37 C.F.R. § 2.122(g), Opposer SAND CPH A/S ���³�2�S�S�R�V�H�U�´�� hereby submits 

and gives notice that it intends to rely on the following documents, official records and internet 

materials in connection with this proceeding: 

A. Printed Publications and Official Records 

Pursuant to TBMP § 704.08(a), Opposer may rely on printed publications in the form of 

magazines of general circulation, marked as �2�S�S�R�V�H�U�¶�V���(�[�K�L�E�L�W�V��C.3 to C.4. Opposer may rely 

on these documents to show, for example, priority and likelihood of confusion. 

1. �2�S�S�R�V�H�U�¶�V���(�[�K�L�E�L�W���&��3 - �³�/�H�Y�\�¶�V�´���)�D�O�O���������������S�D�J�H�V�������������������������D�Q�G����������may be used 

as evidence of nature of the goods, trade channels, target consumers, and fame. 

2. �2�S�S�R�V�H�U�¶�V���(�[�K�L�E�L�W���&��4 �± �³�-�R�K�Q���&�U�D�L�J�´���)�D�O�O���+�R�O�L�G�D�\���������������S�D�J�H�V��������������������-39, 40-

41, may be used as evidence of nature of the goods, trade channels, target consumers, and fame. 
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Respectfully Submitted, 

Date:  August 1, 2019     SHERIDAN ROSS, P.C. 

 
 
 By:___________________________ 

Miriam D. Trudell 
Caroline E. Bryce 
Attorneys for Opposer 
1560 Broadway, Suite 1200 
Denver, Colorado  80202 
Telephone: (303) 863-9700 
Fax:  (303) 863-0223 
mtrudell@sheridanross.com 
 cbryce@sheridanross.com    

mailto:mtrudell@sheridanross.com
mailto:cbryce@sheridanross.com


 3 

CERTIFICATE OF SERVICE 
 

 The undersigned hereby certifies that a true and complete copy of the foregoing NOTICE 
OF RELIANCE was served by e-mail, as prescribed in 37 C.F.R. § 2.119, on this August 1, 2019, 
�X�S�R�Q���$�S�S�O�L�F�D�Q�W�¶�V���F�X�U�U�H�Q�W���D�W�W�R�U�Q�H�\���R�I���U�H�F�R�U�G�� 
 
Lawrence J Crain 
Greer Burns & Crain Ltd 
300 South Wacker Drive Suite 2500  
Chicago, Illinois 60606 
tmdocket@gbclaw.net  
smelby@gbclaw.net 
tproehl@gbc.law  

 
____________________________ 
Miriam D. Trudell 
Caroline E. Bryce 
Attorneys for Opposer 
Sheridan Ross P.C. 
1560 Broadway, Suite 1200 
Denver, CO 80202 
Phone: (303) 863-9700 
Fax:  (303) 863-0223 
mtrudell@sheridanross.com 
cbryce@sheridanross.com   

 
 
          

 

mailto:tmdocket@gbclaw.net
mailto:smelby@gbclaw.net
mailto:tproehl@gbc.law
mailto:mtrudell@sheridanross.com
mailto:cbryce@sheridanross.com
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John Craig
FALL / HOLIDAY 2018

THE DB11
ASTON 
MARTIN’S 
HANDSOME 
MODEL
PAMPERED 
PUPS 
RESORTS 
THAT CATER  
TO FIDO
SWISS  
BLISS 
SKI  
VERBIER

ARRIVE 
IN STYLE

It’s easy with  
this season’s  

hottest looks
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E X TE R IOR 
CUSTOM BUILT BCB HOME

RESORT-STYLE INFINITY EDGE POOL
EXPANSIVE OUTDOOR LIVING AREA 

L IFEST Y L E
PORT ROYAL CLUB ELIGIBILE
ON PROTECTED WIDE WATER
CLOSE TO 5TH AVE DISTRICT

DISCOVER COASTAL LUXURY LIVING AT MICHAELL AWLER.COM

INTERIOR
SLEEK, CONTEMPORARY FINISHES

CUSTOM TISCHLER MAHOGANY DOOR
ALL GLASS WINE ROOM

@MichaelLawlerRealEstate

 FOL LOW US ON FACE BOOK & INSTAGRA M

@Michael.Lawler
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 Michael G. Lawler, P.A.  |  800 Harbour Dr.  |  Naples, FL 34103  |  239.261.3939

PORT ROYAL
OVER 200 F T OF WATER FRONTAGE

500 ADMIRALTY PARADE 
$19,980,000
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FEATURES   
BEAUTY IS A BEAST  |   26 
Engineers loaded the Aston Martin DB11 with a 
monstrous V8 engine that takes you from 0-60 in four 
seconds—because you can’t get there on looks alone.

GONE TO THE DOGS  |   28
Can’t imagine vacationing without your pet? 
Don’t worry—some luxury hotels go out of 
their way to keep Fido’s tail wagging.

from our customers |   54
Three loyal customers share their  
favorite John Craig memories,  
their most prized purchases  
and more.

DEPARTMENTS 
Memo  |    6
We’re falling in love with fashion.

The john craig Guide  |   11
The skinny on J Brand jeans...on the go  
with Hook & Albert...DiBianco’s �ne 
footwear...and much more.
  
Essentials  |   16 
Update your wardrobe with the season’s  
top sportcoats, shorts and shoes.

THE PERFECT FIT  |   44
Seeking a suit that’s more you? Look 
beyond off-the-rack and discover the world 
where you get precisely what you want.

the sporting life |   48
Verbier is the resort for you if  you’re a 
royal—or want to ski and party like one.

PURSUITS |   52
With con�dence built into its name, Sure-
�y is the ’copter that doubles as a drone.

gourmet |   58
Open up and explore all the �avors these  
beautifully briny bivalves have to offer.

GRAPE  |   62
In California, knowing the rules but choos-
ing to break them has yielded some wonder-
fully unusual wines.

off to market  |   64
John Craig heads to New York and Chicago 
to �nd the best menswear of the season.
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arrive 
in style 

It’s easy 
with this 
season’s 

hottest 
looks from 

John Craig.

p.34

ON THE COVER: 
Gray sportcoat by Samuelsohn, quarter zip sweater by 
John Craig, shirt by Caliban, tie by Canali, pocket square 
by Ruth Graves.
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sneak peek

6 |
JO

H
N

 C
R

A
IG

MEMO

Falling for fashion
This fall, we have 
reinterpreted classic styles 
with something that is 
elegant and timeless yet 
still modern. The color of 
the season is green (and it 
surely will carry into next 
spring), a rich hue that will 
be found in �ne clothing 
and accessories, from 
sportcoats and �ve-pocket 
pants to pocket squares and 
ties. It’s clear that green is 
becoming more and more 
prevalent—and we’re 
loving it—so guys, start 
stocking up.

Green always reminds 
us of the polished and 
distinguished English look, 
and it adds an old world 
charm to every out�t. One of our favorite 
pieces for fall is featured in “Arrive in 
Style,” our fashion photo essay beginning 
on page 34. This gorgeous hunter green 
velvet jacket from Sand is fun and timeless, 
the perfect piece to stand out at a black-tie 
event or a fun garment to wear with dressy 
denim for date night. We have a plethora 
from which to choose, including sportcoats 
by Samuelsohn, Sand and Robert Graham. (See 
Essentials on page 16.)

What else do we love this season? Performance 
fabrics are still very prevalent in today’s fashion. 
Some of our favorites—Stone Rose, Johnnie-O 
(love that tweener button) and, of course, Peter 
Millar—keep �nding ways to make them better and 
better. Though performance isn’t for everyday wear, 

it’s ideal for travel days or 
times when you need to look 
polished but feel cool and 
comfortable.

It is not a surprise to 
anyone that dress codes 
have changed in the last 20 
years. We are learning that 
tailoring is more important 
than ever, but there are 
ways to put a casual spin on 
an out�t while still looking 
modern and sophisticated. 
That brings us to one of 
our favorite new categories: 
the “swacket,” a sweater 
blended into a jacket. 
Baldassari, new to John 
Craig this season, has 
mastered the swacket. But 
stay tuned, there will be 

much more of this style to come.
Choosing looks for this issue of John 

Craig was a challenge because we have so 
many fabulous pieces for you this season. 
These clothes “speak” to you and set 
a mood: One out�t might “say” you’re 
sitting by a �re in an oak-paneled library 
with a glass of cognac in hand; another 
might be perfect for a weekend getaway 

to the mountains. Regardless of your destination, 
John Craig has you covered.

Our mission is to bring you clothes that feel 
fresh season after season. We have a passion for 
evolving with you, our clientele, to update your 
wardrobe while keeping a core set of elevated 
wardrobe staples. We look forward to assisting you 
this holiday season with your wardrobe additions.

H. Craig DeLongy & Blair DeLongy

JOHNCRAIGCLOTHIER.COM

WINTER PARK, 407.629.7944
132 PARK AVENUE SOUTH 
MONDAY–SATURDAY: 10 A.M. TO 6 P.M.
SUNDAY: 12 TO 5 P.M.

THIRD STREET, NAPLES, 239.434.2115
1258 THIRD STREET SOUTH 
MONDAY–WEDNESDAY: 10 A.M. TO 6 P.M.
THURSDAY–SATURDAY: 10 A.M. TO 9 P.M.
SUNDAY: 12 TO 5 P.M.

SAWGRASS VILLAGE, PONTE VEDRA, 904.686.1501 
280 VILLAGE MAIN STREET, #950 
MONDAY–SATURDAY: 10 A.M. TO 6 P.M.
SUNDAY: 12 TO 5 P.M.

HARBOURSIDE PLACE, JUPITER, 561.406.6858
135 BREAKWATER COURT 
MONDAY–WEDNESDAY: 10 A.M. TO 6 P.M.
THURSDAY–SATURDAY: 10 A.M. TO 7 P.M. 
SUNDAY: 12 TO 5 P.M.

WATERSIDE SHOPS, NAPLES, 239.596.5374
5555 TAMIAMI TRAIL NORTH, SUITE G15
MONDAY–SATURDAY: 10 A.M. TO 7 P.M.
SUNDAY: 11 TO 6 P.M.

Editor   RITA GUARNA

creative Director   STEPHEN M. VITARBO

senior Editor   DARIA MEOLI

senior Associate Editor   DARIUS AMOS

lifestyle editor   HALEY LONGMAN

Assistant art director   YVONNE MARKI

Contributing Editors   TIMOTHY KELLEY, EVERETT POTTER, 
DONNA ROLANDO, JOSH SENS

Contributing Photographer   GREG HINSDALE

PUBLISHING STAFF

group Publisher   SHAE MARCUS 

director of sales   MONICA DELLI SANTI

Director of Production & Circulation  CHRISTINE HAMEL

Advertising Services director   JACQUELYNN FISCHER

graphic designer/Ad services   VIOLETA MULAJ

Accounting   AGNES ALVES, MEGAN FRANK

PUBLISHED BY  

Chairman   CARROLL V. DOWDEN

President & CEO   MARK DOWDEN

Senior Vice Presidents   SHAE MARCUS, CARL OLSEN

Vice Presidents   NIGEL EDELSHAIN, RITA GUARNA, 
CHRISTINE HAMEL 

JOHN CRAIG is published by Wainscot Media,  
110 Summit Avenue, Montvale, NJ 07645, in association  
with John Craig. Copyright © 2018 by Wainscot Media, 
LLC. All rights reserved.

Editorial Contributions: Write to Editor, JOHN CRAIG, 
110 Summit Avenue, Montvale, NJ 07645; telephone 
201.782.5730; email rita.guarna@wainscotmedia.com.  
The magazine is not responsible for the return or loss of 
unsolicited submissions.

Subscription Services: To change an address or request a 
subscription, write to Subscriptions, John Craig,  
132 Park Avenue South, Winter Park, FL 32789;  
telephone 407.629.7944.

Advertising Inquiries: Contact Shae Marcus at 
856.797.2227 or shae.marcus@wainscotmedia.com.

John Craig

kick it!
p. 16
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ALL RIGHT HERE IN OUR WORLD
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TAILORED IN MONTREAL

#JVFALLSTYLE  |   JACKVICTOR.COM
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THE 
JOHN CRAIG 
GUIDE
SLOW & STEADY 
STILL WINS
In a world that makes time a com-
modity and bottom lines a priority, 
it’s nice to know that there are 
companies like Hook & Albert, 
whose accessories—including 
travel bags, handbags, wallets, 
briefcases and other leather 
goods—are available at John 
Craig. These products go 
through a long, thoughtful 
design process aimed at the 
perfect blending of function 
and style. Their best-
available materials 
and top craftsman-
ship complement 
one another, and 
much of the pro-
duction is done 
by hand. Hook 
& Albert, like 
the proverbial 
tortoise, takes it 
slow and steady, 
but the results 
will make you  
a winner.
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BOTTLED IN BOND  
You know the lifestyle: fast cars, exotic escapades, dapper suits, cunning quips and, of 
course, dry martinis. Whether the fictional James Bond was exposing a would-be assas-
sin in Goldfinger  or charming a villainous double agent in Casino Royale , he always had 
a drink in hand. Fans may not get to race an Aston Martin down a Monaco mountainside, 
but they can mix a cocktail fit for 007. 

In Shaken: Drinking with James Bond & Ian Fleming  (Mitchell Beazley, $20), readers will 
�nd scenes from Bond creator Ian Fleming’s books with cocktail recipes to match. Author 
Edmund Weil, the British bar industry insider who opened London establishments Bar Swift, 
Nightjar and Oriole, is more than a master mixologist—he is a relative of Fleming, who died in 
1964. Weil pours out top secret intel on how to craft 10 classic drinks from the pages of the spy 
novels, including the classic Vesper martini (shaken, not stirred). He’s also concocted 40 new 
cocktail recipes inspired by the people, places and plots of the original books. 

THE SKINNY  
ON J BRAND
What would the world be without iPhones and 
skinny jeans? The latter have become a big 
part of our lives for more than 10 years now—
and you have J Brand to thank. In the early 
2000s, the company’s designers looked beyond 
the relaxed �t that was mainstream at the 
time, and the �rst true skinny jean was born. 
So ask your John Craig sales associate to show 
you J Brand’s collection. Who knows? You may 
�nd the next instant classic that will change 
the face of fashion.

OPPOSER'S EXHIBIT C.4



LUXURY  
FABRICS 101
You know that the fabulous fall suit you just 
bought at our store is crafted of high-quality 
wool. But when you’re investing in the best, 
you might want to know a bit more.

The �nest wool used in both tailored  
clothing and knits is cashmere, made from the 
ultra-�ne hairs of Kashmir goats. These revered 
creatures graze in various locations around the 
world, but the truly softest cashmere comes 
from goats in Inner Mongolia. (It’s so delicate 
that shepherds use special combs to manually 
collect it.) The best cashmere uses only the 
down, which is prized for its long �bers, unifor-
mity and ultra-soft hand.

Another highly coveted luxury fabric comes 
from the vicuña: The yarn from this animal is 
considered even more precious than cashmere. 
Vicuñas were near extinct in the 1980s: Severe 
water shortages during Andean winters (June, 
July, August, which is also reproductive season 
for vicuñas) meant fewer new births. Fortunate-
ly, renowned fabric and clothing maker  
Ermenegildo Zegna stepped in to provide 
water—for the animals and local residents. 
From 5,000 vicuñas in the late ’80s, there are an 
estimated 150,000 today.

Escorial is a relatively new �ber in the 
industry, founded in 1998 from a breed of very 
small sheep in Australia and New Zealand. The 
wool from these animals performs as a naturally 
coiled spring, providing �uidity, crease-resis-
tance and comfort to your clothing. (These same 
properties are now possible using �ne wools 
blended with a small percentage of stretch.)

Of course, you should consider your gar-
ment’s durability when choosing a �ne luxury 
yarn. Naturally, the �ner it is, the more delicate 
the fabric. That means for a suit you plan to 
wear regularly, a sturdier blend (cashmere 
mixed with wool for the aforementioned 
stretch, for instance) is a better choice. The 
same logic applies to quality indicators of �ne 
wools: super 120s, 150s, 180s, etc. The number 
indicates the thickness of the �ber, measured 
in microns. The higher the number, the softer, 
more expensive and more delicate the fab-
ric. Let the buyer be informed!

THE JOHN CRAIG GUIDE

THE A–Z LIST 
John Craig is proud to feature more than 75 de-
signer brands! See if you don’t �nd your favorites in 
the list below. Then stop by one of our stores (there 
are seven) for a shopping experience you’ll love. 

AG 
ALAN PAINE 
BALDASSARI
BILL LAVIN
BRAX 
CANALI 
CARROT & GIBBS 
CITIZENS OF HUMANITY
DELLA CIANA 
DEREK ROSE 
DIBIANCO FOOTWEAR
DL 1961 
DOLCEPUNTA 
DONALD J PLINER 
ETON 
EYEBOBS 
GARDEUR
GOOD MAN BRAND 
HICKEY FREEMAN 
HILTL 
INCOTEX 
JACK BLACK 
JACK VICTOR
J BRAND 
JOHNNIE-O 
KINROSS 
 CASHMERE 
L.B.M. 1911
MAC
MAGNANNI
MARTIN 
 DINGMAN 
MAUI JIM 
M-CLIP 
MICHAEL’S 
OLUKAI 
PANTHERELLA
PERSOL 
PETER  
 MILLAR 
PETER 
 MILLAR  
    COLLECTION 
RAY-BAN 
ROBERT 
 GRAHAM 
ROBERT TALBOTT 
SALVATORE 
 FERRAGAMO
SAMUELSOHN 
SAND 
SAXX 
SCOJO 
SHINOLA  
SKIP GAMBERT 
SMATHERS & 
    BRANSON
SOUTHERN TIDE
STENSTRÖMS 
STONE ROSE 
TATEOSSIAN
TRASK 
W. KLEINBERG 
WÜRKIN STIFFS 
ZANELLA 
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HICKEY 
FREEMAN

SLOW SHOES
Just as Italy fostered the “slow food” trend, 
our friends at DiBianco have started some-
thing of a “slow shoes” movement. Their 
commitment to quality dictates their limit 
of 25 pairs a day—max! That’s all they can 
produce given the level of care and crafts-
manship they insist upon—and now their 
footwear is available at John Craig. These 
are classic shoes but with modern twists, 
combining updated styling with traditional 
details. Talk to your John Craig sales associ-
ate about DiBianco. Then treat yourself to a 
nice, relaxed dinner.

MAKE M ROOM  
YOUR ROOM
When Petri Sipiläinen was a boy, his grand-
mother owned the local barbershop, where 
men combined haircuts with valued socializing 
and kick-back time. Now he’s co-founded a 
barbershop chain called M Room that repli-
cates that experience, and it’s already a hit in 
Europe. M Room Barbershops in Naples (the 
Florida one) offer a great professional cut, 
many other hair and beard grooming services 
and an annual membership that can get you 
service right away even without an appoint-
ment. For women, trips to a salon have always 

been a time for conversation and relaxing. 
Men, now it’s our turn.

305 5TH AVE. S., SUITE 321, NAPLES, 
34102; 239.302.5625; PARK SHORE 

PLAZA, 4333 TAMIAMI TRAIL N., 
NAPLES, 34103; 239.302.5782. 
MROOM.COM/USA/EN
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FUN IN ORLANDO
When you’ve �nished a shopping visit to the 
John Craig Winter Park store, here’s a great 
place to “wine down” in Orlando: The M 
Lounge. This classy rooftop bar-and-lounge 
offers live music with panoramic views of 
downtown Orlando and Winter Park. It’s lo-
cated on Orange Avenue at Yale Street, and the 
ground-�oor bar is home to an ultra-cool classic 
car museum, with American and European 
models from the 1950s, ’60s and ’70s. For more 
fun, there’s a pool table (built into a Mustang), 
classic arcade games, ping-pong and antique 
food trucks serving wine and gelato.

M LOUNGE, 2000 N. ORANGE AVE., SUITE 300, ORLANDO; 
321.430.1140. MLOUNGEBAR.COM

DOING GOOD  
NEVER LOOKED 
SO GOOD
Dean Holly, brothers Scott and Tom Bono-
mo and Russell Wilson are the partners 
behind Good Man Brand . The �rst three 
bring nearly 70 years of fashion experi-
ence to the enterprise. Wilson has been 
busy doing other things—like being quar-
terback of the Seattle Seahawks. But this 
isn’t just another clothing line pushed by 
a jock. “We want to inspire people every-
where to do good,” the company says. For 
each item you purchase, it’ll donate $3 to 
the Why Not You Foundation, which tack-
les issues like childhood cancer, world 
hunger and domestic violence, while also 
supporting inner-city education. Oh, and 
the clothes are pretty �ne too. Think Ital-
ian leather, Japanese cotton and skilled 
artisans shaping shirt collars and high-
tops by hand. Check out Good Man Brand 
at John Craig.

ASK MR. 
ETIQUETTE
Craig DeLongy explains how  
to sail through life without  
giving offense.
When is it appropriate to  
wear sneakers?
—Puzzled in Ponte Vedra Beach
Fashion keeps evolving, so 
there are more circumstances 
when it’s acceptable to wear 
sneakers. Pairing them with a 
soft sport jacket and jeans is the 
latest trend, and it’s a great look. 
Leather lace-ups in rich shades 
of brown or gray are perfect for 
fall and winter. For spring and 
summer, lighten up your look 
with gray, tan or white sneakers. 
You can’t go wrong with Italian-
made sneakers by DiBianco or 
Magnanni. Just remember not to 
get carried away with a colorful 
running sneaker—save those for 
the gym!  

NOW, THAT’S  
THE LAST STRAW
From Union Square Café in New 
York City to the Kichwa Tembo 
Tented Camp along the Masai 
Mara National Reserve in Kenya, 
mixologists are forgoing plastic 
straws in favor of more sustain-
able options, such as bamboo or 
paper. Turns out that’s less a loss 
than a creative opportunity. 

Fairmont Copley Plaza’s Oak 
Long Bar & Kitchen in Boston 
serves up highball drinks with 
Hay! Straws made from natural 
wheat stems that are 100 percent 
biodegradable. “We found that 
Hay! Straws enhance the drinks; 
they actually look better,” General 
Manager Patrick Mitchell told 
boston.com. “These are slender, 
elegant straws.”

At Nayara Springs, the Costa 
Rican resort named one of the 
50 Best Resorts in the World by 
Condé Nast Traveler , guests 
sip cocktails crafted with local 
fruit through bamboo straws 
while lounging poolside. At the 
Doyle Collection’s luxury London 
hotels—The Marylebone, The 
Kensington and The Blooms-
bury—drinks are served strawless 
or with festive paper straws. Mar-
riott International has announced 

plans to remove plastic straws 
and stirrers from all of its hotels 
worldwide by next year. 

According to a report by the 
World Economic Forum, plastics 
in the ocean will outweigh all �sh 
by the year 2050—and straws 
are a major contributor to this 
problem. Global momentum in the 
hospitality industry to ban plastic 
straws arose from social media 
campaigns using hashtags like 
#StrawsSuck and #TheLastStraw. 
Even Queen Elizabeth II has got-
ten into the act—earlier this year 
she issued a royal decree banning 
plastic straws and bottles from all 
royal estates, including the cafés 
and gift shops.
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ESSENTIALS

Clockwise from top 
left; jacket and pants 
by Canali, tie by 
Dolce Punta, pipe 
man pocket square 
by Stenströms, shirt 
by Eton, shoes by 
DiBianco.
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Clockwise from top left; 
pants by Brax, tuxedo shirt 
by Samuelsohn, ostrich leg 
belt by W. Kleinberg, dinner 
jacket by Robert Graham, gi-
raffe pocket square by Eton, 
slippers by Stubbs &  
Wootton, sunglasses by 
Eyebobs, owl cuf�inks by 
Jan Leslie.

ESSENTIALS
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Clockwise from top left; 
printed shirt by Eton, belt by 
W. Kleinberg, pants by Hiltl, 
sneakers by DiBianco, socks 
by Per Pedes, sweater blazer 
by Maurizio Baldassari.
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$250 OFF 
A $1,000 PURCHASE

CODE: H18MAG250

Must present this card to receive credit. One gift card per customer. Not to be used in conjunction with  
any other offers. Not applicable to previous purchases, sale merchandise or special orders.

VALID NOW THRU 12/31/18
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ALAIN DELON JR. FOR SAND COPENHAGEN
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Say goodbye to chrome! 
Dark exterior trim, in-
cluding the black detail 
of a purse-lipped grille, 
is a style 180 for Aston 
Martin.

Choose Aston Martin Q, 
the bespoke treatment 
that will out�t the 
car with soft textured 
surfaces, patterned 
stitching, custom colors 
and more. 

The lightweight design 
of Mercedes-AMG’s 
twin-turbo V8 engine—
tuned to Aston Martin’s 
specs—ensures the 
new DB11 has as much 
pep as its V12 sibling 
(though 503 horse-
power also comes in 
handy). 

The engine, combined 
with a new and unique 
exhaust system, creates 
the glorious roar that 
exotic sports car own-
ers crave.  

BEAUTY IS A BEAST
Engineers loaded the Aston Martin DB11 with a monstrous V8 engine that takes you 
from 0–60 in four seconds—because you can’t get by on good looks alone.

Leave it to Aston Martin to �gure out a formula proving that eight isn’t always less than 12. 
The legendary British automaker has reinvented the mighty DB11, creating a lighter, easier-to-
handle (who knew that was possible?) alternative to the previous 12-cylinder model. The new 
DB11—as well as its drop-top Volante trim—is powered by a German-made, 503-horsepower 
V8 engine that does the 0-60 mph sprint in a blistering four seconds—only one-tenth of a second 
off its sibling’s pace. And, of course, it’s packed with all the gadgets associated with the Aston 
Martin brand. Spoiler alert: This car is expected to make a bang in 2019’s Bond 25.

OPPOSER'S EXHIBIT C.4
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Whether the lights are on or off, smoked-out blade tail-
lights give followers an aggressive stare. 

The DB11’s sculpted body is matched by the various 
cuts and styles of its 20-inch, 10-spoke wheels. 

A pair of hood vents and a black bezel around the LED 
headlamps are two of this beauty’s distinguishing features. 

Luxurious details cover 
every square inch of the 
interior, from full-grain 
leather seats to an au-
tomated up-and-away 
steering column. Even 
closing the door is an 
event, thanks to suede 
pulls.  

This performer is also 
practical. Folding side 
mirrors are fully auto-
matic and have hidden 
LED indicator lamps. 

Radio and climate 
controls are adjusted 
through the Mercedes-
Benz COMMAND 
infotainment system. In 
addition to the 8-inch 
display, the car’s other 
electronic highlights 
include a 360-degree 
camera and Wi-Fi.  

If this car isn’t sexy 
enough, opt for the 
Volante V8. It has the 
same ride and fea-
tures—in a convertible. 

Grocery shopping in 
an Aston Martin? Of 
course! The DB11 now 
comes equipped with 
a foot-activated trunk 
release, making it a 
heck of a lot easier to 
load packages.  
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gone to 
the dogs:
resorts that 
cater to your 
best friend

Can’t 
imagine 
vacationing 
without 
your pet? 
Don’t 
worry—
some 
luxury 
hotels go 
out of 
their way 
to keep 
Fido’s tail 
wagging. 

CYPRESS INN, Carmel, California
Dogs will know they’re getting the luxe treatment when they’re served grilled chicken 
in a doggie bowl. But what could be more appropriate for an establishment co-owned by 
actress and animal rights activist Doris Day? Right in the heart of Carmel, this historic 
landmark inn with 1920s-era Spanish architecture has been called the nation’s most 
dog-friendly hotel. But it’s not only the inn that loves our furry friends. The city, too, is 
simpatico and puts out a dog-friendly guide to its attractions. For instance, dogs can run 
along the beautiful Carmel Beach or stroll on a leash through the quaint village where 
store owners are ready with a doggie treat and water. 

Other highlights—for humans—are king suites with �replaces, live music in the 
hotel’s cozy living room and breakfast with fresh fruit and baked goods. Also check out 
Terry’s Restaurant & Lounge for Moroccan chicken, grilled rack of lamb and other fare 
made with fresh local ingredients. 

Is the lodging industry going to the dogs? Que será, será!

From coast to coast, there are elegant hotels that not only treat you like a king, but 
respect your pup’s royal pedigree too. Pets are welcomed—not just allowed—in these 

luxe lodges, which pamper them with treats, concierge walking, lush grounds for romp-
ing and other perks. Five standouts are spotlighted on the following pages.

Truth be told, it may cost a little more to take Fido along. But is your best friend worth 
it, or what? And think what you’ll save on kennel costs!

OPPOSER'S EXHIBIT C.4
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FOUR SEASONS HOTEL,  
Houston, Texas
Ruff will feel like a VIP (Very Important Pet) when he stays with you in 
this swanky spot in jumpin’ downtown Houston. The hotel’s pet policy, 
says management, is designed so that owners are stress-free and don’t 
have to worry about their pets. A concierge handles daily dog walks, and 
amenities like special bowls, toys and water bottles all make the place 
seem like home. And if you prefer to take your own dog for a longer walk, 
nearby Discovery Green is a great option. 

Humans can �nd their luxury pampering at Four Seasons’ Spa & Fitness 
Center. Discover a variety of massages to nurture your body, or have some 
fun with yoga and wine at a group exercise class. This spa, with many eye-
catching features, made the cover of American Spa magazine in 2016.

Then there’s the spacious, newly renovated lobby, which not too mod-
estly calls itself “Houston’s Living Room,” ready for sipping, socializing or 
just relaxing. Also, don’t miss the chic bourbon bar, Bayou & Bottle, or the 
Topgolf Swing Suite, featuring golf simulators. While your dog lives the life 
of Riley at this raved-about facility, maybe you can focus on your game.   

OPPOSER'S EXHIBIT C.4
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THE ST. REGIS ASPEN RESORT,  
Aspen, Colorado
Want to trade walking the dog for relaxing poolside with a strawberry dai-
quiri or spend more time on the powdery slopes? At this resort you have 
only to whisper your wish, and guilt is gone. The staff at the redesigned 
St. Regis is happy to take the leash for a while, and also provides bowls, 
treats and a doggie bed while you leave your cares behind at the Reméde 
Spa. (Try the soothing waterfall, oxygen lounge or the cold-and-warm 
plunge pools.) There’s also a �tness center and gift boutique.

 Although most people come for the slopes, that’s only part of the outdoor 
fun in a region also known for horseback riding, bicycling and whitewater 
rafting. By day, take Rover for a romp at Ruby Park only a few minutes away. 
By night, Mountain Social beckons you to sip a cocktail by the �replace and 
re�ect on this best-ever vacation for you and your four-legged friend. 

OPPOSER'S EXHIBIT C.4



THE PENINSULA HOTEL, 
New York, New York
Right down to its location—just four blocks from Central Park—The 
Peninsula is a pooch paradise. While you might visit for the abundant 
shopping and entertainment in Midtown Manhattan, your pet will love 
the park and the pampering that starts with a personalized welcome card 
and water bottle. Any dog 60 pounds or under is welcome. Fido will have 
all the comforts of home—a doggie bed, bowl and treats—and (if you’re 
in a suite) a collar, leash, bandana and small toy, all with the Peninsula 
logo.

He’ll wag his tail and you’ll be worry-free as you discover the award-
winning Peninsula Spa, the cutting-edge �tness center and the glass-en-
closed pool. Perhaps, after a day of hitting the stores, your much-deserved 
rest will come on the sun terrace with its panoramic city views, followed 
by a taste sensation at The Peninsula’s signature Clement restaurant, and 
when the sun sets, a toast in the rooftop bar, Salon de Ning.   
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THE COTTAGES AT  
NANTUCKET BOAT BASIN, 
Nantucket, Massachusetts
For a laid-back beach experience both you and your pet will love, this 
inn offers 17 “Woof Cottages” that are often in demand. Dogs are greeted 
by their own pet concierge, a lab/spaniel named Bailey, who knows this 
famous island like the back of his paw.

Guests and their pooches have all the comforts of home, including a 
full kitchen to make favorite meals, doggie beds, personalized pet tags and 
nautical chew toys—just right for lodgings with views of the blue harbor. 

Dog-walking services are available, but visitors also may enjoy taking a 
long trek with their pet at neighboring Sanford Farm. 

After making their pet happy, visitors can indulge themselves with a 
�rst-class massage or spa treatment at the nearby White Elephant Spa, 
where the scenery rivals the serenity you experience. Or hop on a com-
plimentary bike for a tour of the town, perhaps stopping for a bite at one 
of the many eateries. There’s also a free bus to Nantucket’s beaches—a 
not-to-be-missed destination.
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arrive 
       in style
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Gray sportcoat by 
Samuelsohn, quarter zip 
sweater by John Craig, 
shirt by Caliban, tie by 
Canali, pocket square by 
Ruth Graves, plaid pants 
by Samuelsohn.

It’s easy with this season’s hottest looks.
Photography by Greg Hinsdale 
Car provided by  
Winter Park Motor Cars   
oliversclassiccars.com
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This page: suede jacket 
and knit button up by 
Peter Millar, pants by 
Riviera. Opposite page: 
gray blue windowpane 
sportcoat by Samuelsohn, 
houndstooth shirt and 
pocket square by Eton, 
�ve-pocket pants by 
J Brand, belt by W. 
Kleinberg.
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This page: sweater by 
Peter Millar, dress shirt 
by Stenströms. Opposite 
page: Double-breasted 
jacket and shirt by Sand, 
pocket square by Eton, 
French terry denim by  
J Brand.
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This page: sportcoat by 
Canali, shirt by Eton, 
pocket square by Dion, 
�ve-pocket pants by AG, 
belt by W. Kleinberg, 
shoes by Trask. Opposite 
page: velvet dinner jacket 
by Sand, tuxedo shirt by 
Eton, bowtie and pocket 
square by Brackish, 
tuxedo pants by Jack 
Victor, slippers by Stubbs 
& Wootton.
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This page: windowpane 
sportcoat by Samuelsohn, 
shirt by Peter Millar, pocket 
square by Ruth Graves, pants 
by Zanella. Opposite page: 
suit and shirt by Samuelsohn, 
tie by Dolce Punta, pocket 
square by Eton, belt by 
W. Kleinberg.
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5 
things
you should
know about
made-to-
measure
Seeking a suit that’s more you? 
Look beyond off-the-rack and 
discover the world where you get 
precisely what you want. 
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1 MTM vs. OTR 
Don’t get us wrong: We love the economy 

of off-the-rack garments, and they can create 
memorable looks. But face it—they don’t �t like 
a made-to-measure suit or shirt. Not every guy 
is an average Joe, so standard retail sizes and 
designs won’t always cut it. Because made-to-
measure is based on your measurements, each 
piece is guaranteed to �t perfectly.   

2  it’s all about the base 
 After your measurements are taken, tailors 

will select a base pattern that most closely 
matches your numbers. This base is then altered 
to correspond with your measurements, ensur-
ing that your suit or shirt will �t to a T.       

3 only the best fabrics 
 The fabric you choose for your made-to-

measure garment comes from a curated selection 
of mills. Narrowing the group of mills used as 
sources helps make sure that you receive the best 
and most luxurious fabrics.  

4 what’s your fancy? 
Windowpane pattern, notch lapel, pleated 

pants. Made-to-measure programs have dozens 
of items you can customize—from buttons to 
linings to pockets and more—so scan your closet 
and decide what you need and what you want. 
Not sure what’s in style? Trust your made-to-
measure specialists to help guide you to make 
the best decisions. 

5 One and done 
 Forget about spending hours trying on 

clothes in a tight �tting room. Once tailors have 
con�rmed your measurements and design selec-
tions at the initial meeting, your job is essentially 
done. Made-to-measure requires few �ttings, 
or in some cases none at all. (That’s more time 
to shop for ties, pocket squares and shoes!) But 
be patient: The turnaround time for a suit can 
range from two weeks to two months.
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Verbier is for you if you’re a royal—or want to ski and party like one. By Everett Potter

Only the savviest American skiers seem to have a 
clue about the Swiss resort Verbier. For Alpine ski 
culture, most of us think �rst of Zermatt, Austria’s 
St. Anton or maybe the Les Trois Vallées region of 
France. Typically, as in my case, it’s only word of 
mouth, often from British friends, that leads to a 
visit to Verbier.

So here’s the report in a nutshell: For any 
traveler with a keen sense of style, a desire to be on 
the cutting edge of the European ski scene and a 
yearning for challenging pistes and chic accommo-
dations, Verbier is the hands-down choice.

The youngest of the major Swiss ski resorts, 
Verbier attracts an international community of rich 
and perhaps not-quite-so-rich vacationers. The 
daily drill is simple: ski all day, party all night and 
then repeat. “Go big or go home” is the unof�cial 
rule for skiing and après-skiing in Verbier. In my 
experience, it’s a place to bring your spouse, part-
ner or best friend and leave the kids at home.

Dubbed “the Aspen of the Alps,” Verbier does 
bear a resemblance to that Rocky Mountain spot. 
This moneyed, French-speaking Suisse Romande 
resort attracts a youngish crowd to its discos and 
on-mountain restaurants, its luxury shops and chic 
hotels, as well as its challenging slopes. 

The Brits love it, often referring to it simply 
as “Verbs.” If you’re stargazing, you may catch a 
glimpse of such royals as the Duke and Duch-
ess of Cambridge (William and Kate); the Duke 
and Duchess of Sussex (Harry and new bride 
Meghan); or Sarah, Duchess of York (Fergie, who 
was once employed here as a “chalet girl,” a win-
tertime babysitter and chef, and co-owns a chalet 
with ex-husband Prince Andrew). Such non-royals 
as singer-songwriter James Blunt, singer Diana 
Ross and entrepreneur Richard Branson are also 
fair game for sightings. Those glimpses could be at 
lunch at Le Carrefour or amid the �ashing disco 

lights at The Farm Club, which still sets the tone 
for nightlife 45 years after its founding.

THE SKIING

Located in southwestern Switzerland in the 
canton of Valais, about a 90-minute drive or train 
ride from Geneva, Verbier is one of the largest 
lift-linked areas in the world. There are 93 lifts and 
an astonishing 256 miles of ski runs. Set at 8,200 
feet, Verbier has reliable snow when lower-altitude 
resorts are running out of the stuff. With such a 
vast area, there’s a nearly endless menu for skiers.

On a clear morning, after a few warm-up 
runs, I love heading up to the top of Mont Fort by 
cable car. Here at the resort’s highest peak, about 
10,500 feet, there is a quite literally breathtaking 
panorama that includes the Matterhorn and Mont 
Blanc, the highest peak in Europe at 15,774 feet. 
From here, I like to ski down into the moguls with 
a guide—by far the smartest, safest way to ski off-
piste in Verbier—in areas like Tortin, Gentianes, 
Mont Fort and Plan du Fou. There are far tougher 
off-piste areas, but they are best left to far more 
agile skiers. Come for the Freeride World Tour in 
March and you can see them throwing themselves 
off cliffs in a staggering display of athleticism and 
daring.

After a challenging morning, I like nothing 
better than a languid alfresco lunch at Chez Dany 
with classic fondue or perhaps Swiss rösti at La 
Marmotte, with the obligatory glass or two of the 
local Fendant wine. 

THE VILLAGE & THE W VERBIER

Verbier may look as if it’s been around for centu-
ries, but in fact it was only really developed after 
World War II. It is a spacious resort with bright, 
uninterrupted views of the mountains. 

The W Verbier is the essence of Verbier. Forget 
your notions of an urban W hotel. This property is 

a cluster of four low-lying chalet buildings, linked 
by glass atriums and incorporating local wood and 
stone—as cutting-edge design-wise as anything 
in the Alps. The W is close to Place Blanche, and 
most of Verbier’s shops, restaurants and night-
spots are along the road between here and Place 
Centrale.

The W appeals to a well-heeled crowd ranging 
from ages 30 to 50-something, nearly all couples, 
and most of its 130 rooms are designed for a 
maximum of two guests. Those rooms are spacious 
enough, with large wooden balconies, blissful beds 
and �oor-to-ceiling windows, with a gas �replace 
visible from the bathroom as well as the bedroom.

The essence of the W Verbier is that you get 
smart style as well as a two-minute walk to the 
gondola in the morning. The hotel’s AWAY Spa 
features an indoor pool that �ows into an outdoor 
pool overlooking the Verbier Valley, a sauna, a 
hammam Jacuzzi and a �tness center. I’m partial 
to the Balinese massage, but the spa also has such 
esoteric rituals as a Bamboo & Lotus Scrub and 
even a Caviar Body Treatment. 

The Catalan �avors at the Eat-Hola tapas bar 
are courtesy of culinary director Sergi Arola, whose 
Madrid eatery won two Michelin stars. It is by far 
my favorite option, but there’s also Carve Sushi 
and W Kitchen on offer for diners. I rarely stay 
up all night anymore but if you’re so inclined, the 
W’s Curve nightclub makes it happen just a few 
minutes away from your room.

How good is the hotel? In 2017, the World 
Ski Awards chose it as the World’s Best Ski Ho-
tel. That’s a lofty pronouncement, so I’ll let you 
be the judge. But I would gladly return with my 
K2s and settle in for a week of the most rare�ed 
Alpine pleasures in the world. And if there’s a 
royal at the table next to mine at Chez Dany, so 
much the better.

Swiss Bliss

Opposite page, clockwise from top: The Verbier Ski Resort boasts more than 250 miles of ski runs, many of which require equal amounts of athleticism and fearlessness to conquer; dining op-
tions abound at the W Verbier hotel, including the Eat-Hola tapas bar—which is under the leadership of Michelin-starred culinary director Sergi Arola; Swiss mountain towns host Bell Dorado 
festivals, in which the loud tone of cowbells are said to drive away evil spirits and ensure green pastures; the guest rooms at the hotel feature a large wooden balcony and gas �replace; 
known as the “Aspen of the Alps,” Verbier offers lively discos, challenging slopes and luxurious shops that attract a crowd ranging from age 30 to 50-something.

THE SPORTING LIFE
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Droning On!
With confidence built into its name, Surefly is the ’copter that doubles as a drone. By Timothy Kelley

Don’t yawn next year when your neighbor opens his garage to show off 
his self-driving car—and by all means don’t ask with a snarky smile, 

“How high does it �y?” Fact is, by 2019 your own garage could be home 
to a self-driving vehicle that soars way above traf�c. It’s the Sure�y from 
the Ohio-based Workhorse Group, and it’s either a reimagined helicop-
ter that can give you and your sweetheart a lift or a drone you can send 
home alone like a horse that knows the way. You decide.

Set to hit the market next year for a close-to-the-ground price of 
under $200,000, the Sure�y VTOL (vertical-takeoff-and-landing) craft 
has been building buzz since its debut at the 2017 Paris Air Show. It’s 
not the only “air taxi” in development, but while the others use electric 
motors alone, Sure�y is powered by a gas combustion engine. It boasts 
a range of 70 miles, an hour’s �ight time per tank and a maximum lift 

capacity of 400 pounds—that’s two adults, or one adult and some stuff—
thanks to eight propellers �xed in contra-rotating pairs on four arms. 
And to give you peace of mind that this is not your last adventure, its 
makers make triple-sure of Sure�y. There’s full computer and electrical 
redundancy, and if the gas-powered generator fails, two 7.5-kilowatt-
hour lithium-ion battery packs take over to assure a safe landing. If those 
balk too, there’s even a ballistic parachute to waft you to the ground.

Did we say “garage?” With a fuselage and propellers crafted of carbon 
�ber, this nimble 1,100-pounder (for a helicopter, that’s svelte) can in-
deed fold its arms down to �t snugly into a standard car garage. And how 
high can Sure�y �y? Workhorse puts its �ight ceiling at 4,000 feet. For a 
personal vehicle so compact and nimble, that’s a lift for the spirits even 
in this tech-jaded age.  

It’s like nouvelle cuisine cooked up a ’copter. Planned for a 2019 debut 
at a price under $200,000, the Sure�y from the Workhorse Group is 
powered by a BMW 600-cc, twin-cylinder generator engine that re-
sponds to joystick commands. You’ll need a pilot’s license to �y it, but 
because it’s classed as a light-sport aircraft, that credential requires 
fewer hours of training than does a standard helicopter pilot’s license.

PURSUITS
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JOHN CRAIG: 

From Our Customers
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These loyal customers—at our various locations—share their favorite  
John Craig memories, their most prized purchases and more.

Garry Jones
President, 
Full Sail University,
Winter Park location
How long have you been a John Craig 
customer? 
16 years.

What’s your earliest memory from 
shopping at the store? 
I wandered in while exploring Park Avenue. 
I was amazed at the customer service—the 
warm welcome, the genuine questions and 
conversation about not just who I am but 
what I like in fashion. I was impressed by 
the store’s ability to spin on a dime to make 
things happen with very little notice.

Tell us about your favorite shopping 
experience here.  
A few months ago I was heading to an 
important reception when I realized my 
favorite sport jacket was at the cleaners. 
I called Debbie at John Craig, and within 
minutes she had researched the brand and 
size of my missing jacket, found another one 
like it in the store, marked the sleeves from 
my last measurement and had it altered for 
me and delivered to my home in time for 
me to dress for the event. That is what I call 
extraordinary service all wrapped up with a 
giant bow!

What’s your favorite item from John Craig 
and why?
My navy blue sportcoat. It’s a feather-
light jacket, perfect for Florida’s forever 
summers, and a great-�tting coat that has 
lasted years. It’s great for all occasions.

What’s the one item or out�t you’ve 
purchased at John Craig that gets you 
the most compliments?  
From my casual Toms shoes to my tuxedos 
and formalwear, anytime I’m dressed by 
John Craig I’m ready for the occasion—and 
people notice.

OPPOSER'S EXHIBIT C.4
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Dr. Clifford Clark
Plastic Surgeon,
Winter Park location
How long have you been a 
John Craig customer?
I have been a customer at John Craig 
from the very beginning. Walking down 
Park Avenue you couldn’t help but notice 
that there was something different going 
on there. I was right! I’ve had a partner-
in-style ever since.

What’s your earliest memory 
from shopping at the store?
Seeing Craig’s dog hanging out on the 
doorstep, holding court, strutting in and 
out like he owned the place.

Tell us about your favorite 
shopping experience here.
I was on my way to the airport and had 
only 20 minutes to shop. I blew in, and 
Debbie laid out several key items to 
choose from. I was out the door in record 
time. I believe I hold the record for the 
most money spent in the least amount 
of time!

What’s your favorite item from John 
Craig and why?
It’s hard to decide which iconic items I 
loved the best, but it must be my gray 
L.B.M. jacket. It is timeless and has a lot 
of �exibility to wear with jeans or dress 
pants. 

What’s the one item or out�t you’ve 
purchased at John Craig that gets you 
the most compliments?
I purchased a blue plaid Hickey Freeman 
suit to wear to the Tribeca Film Festival 
and was literally stopped on the street 
in Manhattan by a stranger who told 
me it was awesome. It was all Craig’s 
genius—I never would have picked that 
out by myself.
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Michael Cammarata
CEO & Co-Founder, 
Schmidt’s Naturals,
Jupiter location
How long have you been a 
John Craig customer?
About 10 years.

What’s your earliest memory from 
shopping at the store?
I came in to the Jupiter location last year 
and met William. I had just moved to the 
area from the West Coast and needed 
some new clothes. Three hours later, I 
left with an incredible new wardrobe, 
from sportswear to formalwear. I was 
extremely satis�ed with the clothes  
William presented to me.

Tell us about your favorite 
shopping experience here.
William and a co-worker came to my 
house and basically had a trunk show 
just for me, as my work takes me around 
the globe and my time is limited. They 
�tted me and picked out clothes that met 
my business needs and worked with my 
travel schedule.

What’s your favorite item 
from John Craig and why?
I just received my made-to-measure suits. 
They look and feel amazing. The �t is 
perfect. 

What’s the one item or 
out�t you’ve purchased at 
John Craig that gets you 
the most compliments?
The suits! Everyone loves the �t of the 
suits and the unique linings in each one.
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GOURMET
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You’ve got to hand it to the oyster; it’s noth-
ing if not diverse. The marvelous mollusk 

comes in more than 150 varieties, each with 
its own distinct taste and texture. For those 
looking to expand their oyster horizons or try 
these slippery little suckers for the �rst time 
this season, here are a few—forgive us—pearls 
of wisdom.

While these gems of the sea can be enjoyed 
year-round, oyster a�cionados agree that the 
briny bivalves are at their peak �avor between 
Thanksgiving and New Year’s Day.

From the Hog Island Sweetwater to the First 
Light, the clever names for oyster varieties seem 
to go on forever. This nomenclature re�ects 
where the oysters live, the type of water they 
�lter and the way they are handled. However, 
there are only �ve distinct species of oysters 
found in the U.S.: Paci�c, Atlantic, Kumamoto, 
European �at and Olympic. 

Geography matters too. Oysters raised on 
the West Coast, such as the Kusshi, Raspberry 

Point, Goose Point and Royal Miyagi variet-
ies, tend to be sweet, creamy, round and plump 
with deep edges. Their East Coast counterparts, 
including Well�eets, Blue Points, Salt Ponds 
and Ram Islands, are usually brinier, chewier 
and narrower. 

Avoid an oyster if the shell is cracked, has 
holes or is open and will not close to the touch. 
Once the mollusk passes the shell test, the oyster 
meat should be plump and juicy and have a 
healthy sheen. 

To really taste each variety’s nuances, eat 
oysters raw. Whether you are ordering them at 
an oyster bar or preparing them at home, they 
should be kept alive until the moment before 
they are consumed. If you buy a bag of freshly 
harvested oysters and some are dead, all is 
not lost. These oysters can be grilled, fried or 
enjoyed in a stew or chowder.

What to quaff with oysters? During the 
Civil War, Union General McClellan’s slow-
ness caused Lincoln’s Secretary of War to 

grumble that he was goo�ng off instead of 
pursuing Rebs. “This champagne and oysters 
on the Potomac must be stopped,” said Edwin 
Stanton—but even he couldn’t kill that classic 
pairing. Besides champagne, Vinho Verde or 
even Sauvignon Blanc are other good mollusk 
matches. But so are beers, such as India pale 
ales or fruity wheat beers—or porters, which 
offer a delicious break from the norm. A dry 
martini also pairs nicely. 

Whether you choose to savor these salty treats 
with a splash of lemon, with a hint of hot sauce 
or smothered in mignonette, there is one rule 
for eating oysters: Do not swallow them in one 
gulp. Oysters should be chewed to enjoy all the 
tightly packed taste. In the center of the oyster 
is a disc of muscle with a sweetness similar to 
scallops, and the belly pops with salty liquid. 
Chewing will mix these �avors together nicely.

One last tip: Eating oysters can feel awkward, 
but slurp with con�dence and don’t waste a 
drop of the salty goodness. 

the world  
is your oyster
Open up and explore all the �avors these beautifully  
briny bivalves have to offer. By Daria Meoli

KUMAMOTO
Originally a Japanese cul-
tured oyster, this fruity and 
�rm variety is now common 
in the Northwest. The Ku-
mamotos are mild and sweet 
and have a melon-like �avor 
that makes them ideal for 
�rst-time oyster eaters. 
Home: Washington

MAINE BELONS
Belons, a type of European 
�at, were originally brought 
to Maine in the ’50s by scien-
tists hoping to repopulate the 
region’s oyster beds. Today 
they are �ourishing off the 
Atlantic coast. Maine Belons 
are harvested by divers and 
have a strong �avor with a 
metallic-tinny �nish. These 
bivalves are not for the faint 
of heart.
Home: Maine

WELLFLEETS
Well�eets are exposed to 
the open air on the beach as 
the tides recede. This forces 
them to hold their shells 
closed tightly until the tide 
returns, giving their meat a 
�rm texture. It takes between 
two to three years to culti-
vate these wild, potent, briny 
oysters. 
Home: Massachusetts

MOON SHOALS
Grown near Cape Cod, these 
hearty, meaty oysters are a 
bit rare but worth the hunt. 
Biting into the meat offers a 
burst of �avor with a creamy, 
citrus, vanilla-like �nish.
Home: Massachusetts

COFFIN BAY KING 
Grown off the West Coast of 
Australia, Cof�n Bay King 
oysters grow for six years in-
stead of the usual 18 months 
and have up to 10 times more 
meat than the average oyster. 
While currently available 
only in Australia, Europe and 
Asia, this expensive delicacy 
(about $74 for one) can make 
for a sweet indulgence on 
overseas trips.
Home: Australia

APALACHICOLA 
These Gulf Coast oysters are 
harvested right off the bulge 
of the Florida panhandle. 
This area has been called 
one of the “oyster miracle 
places.” Apalachicola is the 
last place in the United States 
where wild oysters are still 
harvested by �shermen in 
small boats using tongs.
Home: Florida

6 BRINY BITES
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1234 N. Orange Ave, Winter Park, FL 32789   |   407.543.FISH (3474)   |   REELFISHCOASTAL.COM   ���

AUTHENTIC * FRESH * DELICIOUS

SERVING LUNCH Tuesday to Friday 
BRUNCH Saturday & Sunday   |   DINNER Tuesday to Sunday

GET REEL HAPPY HOUR  
Tuesday to Friday 4-7
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When most winemakers describe 
their work, they lean on artsy or 

scienti�c terms. They talk about terroir 
or malolactic fermentation or the hand-
made magic required to coax the most 
out of their fruit. But Scott Sampler is 
not like most vintners. He speaks of 
spaghetti sauce.

“That was the association I had from 
the start,” he says. “I was thinking of 
cooking low and slow, like the Sunday 
dinners my mother used to make.”

Those dinners were served in the Sil-
ver Lake and Los Feliz neighborhoods 
of Los Angeles, where Sampler grew 
up. His father was a noted graphic 
designer. His mother was an actress of 
Italian descent. Among her specialties 
was pasta smothered in long-simmered 
tomato and meat sauce. Whatever the 
meal, wine was always on the table, 
and Sampler’s father often slipped him 
sips, developing his son’s appreciation 
for the stuff. But that didn’t make a 
winemaker of him.

After college at UC Berkeley, Sam-
pler returned to LA and worked as a 
script writer and music video director. 
It was the emotionally taxing end of 
a romantic relationship in the early 
aughts that sent him on a new path. 
Traveling around on what he calls a 
“breakup tour,” he wound up crash-
ing with a friend whose home sat in 
the mountainous folds of the Malibu. 
Looking at the steep-sloped property 

around him, Sampler thought, “Why 
not plant grapes and start making 
wine?”

Fast-forward to the present. Sampler 
is the driving force behind the Central 
Coast Group Project (CCGP), a collab-
orative—and iconoclastic—winery that 
produces startling vintages in anything 
but the old-fashioned way. From his �rst 
release, in 2012, he has opted for what he 
describes as a “neo-primitive” approach. 
Another way to put it is that he makes his 
wine the way his mother made sauce—
low and slow. He lets the grapes stay in 
contact with the skins and stems for any-
where from a month to six months. He 
stirs frequently throughout the process, 
tasting as he goes, not unlike an Italian 
home cook hovering over a stove.

In the early goings, Sampler’s many 
wine-world acquaintances were skeptical 
of his process; they thought it sounded 
like a recipe for vinegar. It turned out to 
be a blueprint for beautifully subtle vin-
tages that marry wonderfully with food. 
No matter the wine—a boldly structured 
Syrah; a red Rhone varietal red; a bright 
everyday white—Sampler stuck to his 
rule-breaking methods: long maceration, 
little sulfur, no new oak. There was no 
arguing with his results. CCGP wines 
have been embraced by sommeliers and 
have found a home at acclaimed restau-
rants from Le Coucou and Racines in 
New York to Craft and Spago in LA.  

“There is a certain amount of risk to 

making wine this way, because a lot can 
go wrong,” Sampler says. “But I’m work-
ing in small batches, and I’m watching 
things very, very closely. I’m basically liv-
ing with the wines, and I know what I’m 
after, which is a clear, honest expression 
of whatever varietal I’m working with.”

In his departure from convention, 
Sampler is unusual. But in California, 
he’s not alone. Elements of his rustic, 
low-sulfur approach are mirrored at 
wineries such as Piedrasassi, a Lompoc-
based producer of unvarnished Syrah and 
Sauvignon Blanc, among other varietals; 
and the aptly named Lo-Fi Wines in Los 
Alamos, where Mike Roth and Craig 
Winchester rely on native yeast and little 
to no sulfur to produce irresistibly drink-
able Cabernet Franc, Chardonnay and 
Chenin Blanc.

Like Sampler, Roth, a former chef, 
draws inspiration from his favorite 
kitchens, where the idea was to gather 
great ingredients and then not fuss with 
them. His wines, he says, aren’t meant to 
be collected, but to be enjoyed. To make 
them, he relies on just a few rules: They 
shouldn’t be overmanipulated, overripe or 
overpriced.

“Ultimately, the standard is delicious-
ness,” Roth says. “Forget about the 
process for a minute. In the end, you 
want wines that are like food—so good 
you don’t want to stop eating. The wines 
should be so gulpable, you want to pour 
yourself another glass.”

Clockwise from top left: Lo-Fi Wines founder Mike Roth doesn’t fuss much with the ingredients of a good wine; Scott Sampler is the driving force behind 
the Central Coast Group Project, which produces wines that can be found in restaurants across the country; Zach Jarosz and Ian Sergy focus on Rhone-
style varietals at Archium Cellars in Santa Barbara County; enjoying a glass of red wine; Mutt Lynch Winery produces a family of reds for its Dog Series; 
enthusiasts participate in Blendfest, held annually in Paso Robles; Lo-Fi Wines’ Pét-Nat Rosé is made from hand-harvested and sustainably grown grapes.

GRAPE

TASTING 
NOTES
Lo-Fi 2017 Santa 
Barbara Cabernet 
Franc, $24
Bright, brambly fruit 
runs through this 
medium-bodied wine, 
a vintage so versatile 
it marries with almost 
anything from soup 
to steak. Delicious 
lightly chilled, it can 
even be enjoyed with 
a salad.

Central Coast Group 
Project 2013 Fauve 
Syrah, $75
An opulent wine with 
a silken texture, it 
emanates aromas of 
wild berries and pink 
peppercorns, with 
just the right acidity 
to splice the lush-
ness. Wonderful with 
roasts of all kinds.  

Central Coast Group 
Project 2013 Bar-
rington Hall Wine 
Dinner Special Cu-
vée, Grenache, Syrah, 
Mourvèdre, $75
Notes of concentrated 
spice and fruit mingle 
with hints of rose-
mary, thyme and bay 
leaf in a wine that 
pairs beautifully with 
poultry.

   
  
 

Rebels in 
red and white
In California, knowing the rules but choosing to break them 
has yielded some wonderfully unusual wines. By Josh Sens
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OFF TO MARKET

IN GOOD COMPANY

The Menswear Market is the most exciting time for us as we travel 

to New York and Chicago to select and purchase for the upcoming 

season, six months in advance. In January, we buy for next fall; in 

July, we shop for the following spring. 

When we land in New York, there is a heightened level 

of excitement and anticipation because we know what our 

customers love and want more of. It’s also thrilling to discover new 

collections and special items that would be perfect additions to our 

customers’ wardrobes. After two appointments, we already know 

what the next season’s new colors will be. From there, we select 

what we feel will be best for our clientele and leave with refreshed 

ideas, insight and direction.   
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Lake Mary • Orlando • Winter Park 

Events must be booked by August 13-October 29, 2018 and held November 23, 2018-January 13, 2019 (exclu ding Christmas 
and NYE). Event must be held in a private dining room or catered off-site. Food and beverage minimum must exceed $500, 
not including tax, gratuity or miscellaneous charges. Subject fee to change without notice. Valid participating location only.

Join us this holiday season by celebrating with a $50 holiday bonus card 
for every $500 spent on your private dining or off-site catered event.

HOST A HOLIDAY EVENT 

THAT SPARKLES.
AND, OF COURSE, SIZZLES.
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